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ABSTRACT
Kaposvár started to consciously build its brand in 2016 when the General Assembly accep-
ted the city branding strategy of the settlement, its management has been trying to refine 
and clarify the positioning of the Kaposvár brand. Kapferer’s prism may make it feasible. 
This essay makes an attempt to estimate the applicability of brand identity prism on the 
city branding strategy of Kaposvár, thus exploring the opportunities in city brand positio-
ning provided by Kapferer’s method. The paper examines the desirable image of Kaposvár 
detailed in the strategy from the six aspects of Kapferer’s prism, and tries to define the 
attributes which may strengthen the Kaposvár brand.
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INTRODUCTION
Jean-Noel Kapferer elaborated a method with the help of which any brand identity 
can be measured. His brand identity prism analyses brand identity form six different 
aspects, in this way it gives a complex but comprehensible diagnosis about its objects. 
In the last couple of decades, due to the constantly intensifying competition of count-
ries, cities and regions, marketing studies reached geographical entities also, resulting 
in the evolution of a subfield: regional and settlement marketing. Although Kapferer 
does not tell a word about cities when talking about his brand identity prism, he 
refers to its applicability on place brands as he writes: “A [town] brand is therefore 
a known name with which the audience spontaneously associates positive, attractive 
and unique values, both tangible (the advantages of living or working there) and in-
tangible (the town’s style and heritage, etc)” (Kapferer, 2008). Since Kaposvár started 
to consciously build its brand in 2016 when the General Assembly accepted the city 
branding strategy of the settlement, its management has been trying to refine and 
clarify the positioning of the Kaposvár brand. Kapferer’s prism may make it feasible. 
This essay makes an attempt to estimate the applicability of brand identity prism on 
the city branding strategy of Kaposvár, thus exploring the opportunities in city brand 
positioning provided by Kapferer’s method. The paper examines the desirable image 
of Kaposvár detailed in the strategy from the six aspects of Kapferer’s prism, and tries 
to define the attributes which may strengthen the Kaposvár brand.
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LITERATURE REVIEW
City image as an advantage in the competition of settlements
While, according to certain authors, the earliest traces of city marketing activity can 
be found not only decades but centuries ago, branding of settlements means a re-
latively new area of science, and in the last two decades it underwent an extraordinary 
evolution. In 2004 Kavaratzis still stated in his thorough literature review that the 
activities that most of the texts called branding of cities hardly went beyond city mar-
keting (Kavaratzis, 2004). Anholt and Hospers can be considered to be the pioneers 
of the practice-oriented branding settlement, because – in addition to that they both 
criticized the use of traditional marketing tools which they called „propagandistic”, 
in the competition of settlements – they recommended conceptual and actually imp-
lemented development of settlements. They pointed out that the complex nature of 
the place product did not make it possible to manage it as a simple brand: they think 
that during the formation of the settlement’s brand the city’s image has to be dealt 
with, an approach which is just partly similar to that of corporate marketing (Anholt, 
2010, Hospers, 2011). A construction of an image requires covering all the positive 
attributes of the city. But this complexity makes measurability much more complica-
ted (Hankinson, 2015).
A considerable barrier of measurability: the complex nature of place products
The place product is a combination of several simple services. Since these service 
providers are often organizationally separate from each other, not surprisingly, the 
target groups also show a considerable heterogeneity. Thus, these services view their 
consumer groups, which are frequently the same, from a different starting base. They 
have very different concepts of quality. (Garamhegyi and Boros, 2009)
As the traditional marketing mix (product, price, place, promotion) interpretations 
are not applicable directly in city marketing, István Piskóti developed the city marke-
ting toolkit constituted by 2C-s instead of 4 P-s: content competency and communi-
cational competency. Positioning, therefore, has to be made according to the diverse 
elements of the content competency of the city (Piskóti, 2012).
One of the most complex and still fiercely debated question of city branding is 
positioning (Garamhegyi, 2004). One of the clearest differences between a traditional 
product and a product in regional marketing is that the sale of the latter does not result 
in a transfer of its ownership title (Kozma, 1995). Bearing in that mind, we applied the 
method of positioning through experience (Janiszewska and Insch, 2012). Strengthe-
ning the existing sensuous and cognitive contact between the consumers and the image 
of the city seems to be the most appropriate way of position the main brand Kaposvár.
Positioning can be built on an only main attraction solely when it is outstanding, 
remarkable, well-known and profitable enough to function as the focus of the city 
brand around which sub-brands can be arranged. In the absence of characteristic 
attraction, any other conceptual consideration may advance the image creation, ho-
wever, there is a significant danger of undesirable shift in the balance of the branding 
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process in this case as well. An ill-chosen direction it can de-emphasize or overshadow 
the strengths that – remaining excluded from the overstrain mainstream of the brand-
ing process – they lose their key role in the brand image and increasingly get out of 
the potential tourists’ sight (Lackó, 1995).
MATERIALS AND METHODS
Jean-Noël Kapferer’s theory offers an opportunity for brand identity and image to be 
measured. He makes brand identity a central issue in his approach – it expresses the 
vision of the brand together with its distinctive features, values, competence, recog-
nizable features and the needs that have been able to be met by it. Kapferer’s brand 
identity prism can be described along six dimensions. Each dimension is needed to be 
treated in order to construct the correct picture of the brand in the consumer’s mind 
(Bauer and Kolos, 2016).
Florek and Janiszewska warn that although the Kapferer’s measurement method 
can perfectly be used for consumer goods brands, its application to place brands is 
restricted. They point out that “the method’s key limitation is its synthetic nature 
which involves focusing on distinct and unambiguously defined brand areas. In the 
context of place brands, the abundance of target groups and the complexity of the 
place product largely hinder adoption of the Brand Prism as a tool for building up a 
brand identity. The method may prove useful only with reference to small territorial 
areas focused on a single, narrowly-defined group (e.g. inhabitants) with a strong and 
clear point of difference” (Florek and Janiszewska, 2013). Nevertheless, brand identity 
prism can surely make a city brand more coherent as Kaposvár’s example detailed 
below perfectly shows.
This essay was written on the basis analysis of the following surveys previously or-
dered by the local government: twenty in-depth interviews with experts conducted by 
Infinit Media Ltd. in the summer of 2015, Tourism Development Plan 2014-2020 
made by Ecorys Hungary Ltd. for Kaposvár and the Zselic region Tourist Destination 
Management Association in September 2014, Research Report about the Image of 
the Kaposvár and the Zselic region Tourist Destination written by EconoConsult 
Ltd. in 2011 (EconoConsult, 2011). Besides that, the qualitative analysis uses the City 
Branding Strategy of Kaposvár from 2016, which contains those main targets that 
predict the main characteristics of a desirable brand of the settlement.
RESULTS AND DISCUSSION
Positioning of the Kaposvár brand
The primary aim of positioning the main brand Kaposvár – and the branding strategy 
as a whole – is to meet the already existing expectations and demands of the potential 
target audience. This requires the most suitable and authentic summary of them, 
which works as a logline of a movie (Papp-Váry, 2017). There is a description about 
Kaposvár, which can be found on numerous internet blogs – it perfectly synthesizes 
the mood created by the core values of the city, and reads as follows:
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“The city is the northern gate of the Zselic. One of its most lovely parts is the main 
street in which you can see beautiful buildings and inviting cafés wherever you turn. 
Life is brisky and breezy throughout the year, festivals, celebrations, exhibitions, fairs, 
theatrical performances, carnivals overlap in the calendar, furthermore, museums, 
private collections, and galleries offer themselves for the lovers of culture. Such a 
dense concentration of arts is not a new phenomenon at all in the city, the famous 
painter József Rippl-Rónai was born and lived here, his late residence is a museum 
today.” (Utazok, 2016)  
The sub-brands of the main brand Kaposvár are intended to realize each factors of 
the account above, and build an image of the city, which complies with the descrip-
tion as much as possible. According to the preferences of the target audience, the 
strategy classified the sub-brands into two brand clusters. These principal categories 
represent the two primal aspects of the main brand. As shown in Figure 1, the endor-
sed brands can be divided into two sets: culture and nature (active recreation).
Figure 1 
Structure of the Kaposvár brand
Downtown walking routes
József Rippl-Rónai
István Fekete
Nevertheless, due to the complex nature of the core values, they cannot be clearly 
separated, their connection is complicated, there is an intersection of the two. The 
sub-brand of Rippl-Rónai is a good example: while the artistic heritage of the painter 
is a cultural factor, rethinking the park of his late residence already belongs to the 
theme of nature and recreation. The reproduction of one of his paintings from flowers 
has been planted according to a huge pattern made from his work.
Zselic
Lake Deseda
Flowerbatch
János Vaszary
Csiky Gergely Theatre 
Kaposfest
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The strategy provides recommendations not only about the ways of communica-
ting the tourist attractions and the core values they represent, but on their operation 
and contents to improve the experience they can give their visitors. Due to a relative 
shortage of human resources, a municipality cannot control or instruct product de-
velopment activity behind the adventures, it can set out recommendations in order to 
guide their actions properly.
Physique of the Kaposvár brand
Although, according to Kapferer, physique is probably the most important feature 
of the identity of a brand, due to its complex nature, it is not easily demonstrable in 
a place product. However, Kaposvár brand is still under construction, therefore, its 
physique is the most easily analysable aspect of its brand identity prism. 
Kevin Lynch wrote his book “The Image of the City” in 1960, in which he conclu-
des that the settlements primarily appear as graphic depictions, images in the consu-
mer’s mind. According to the urbanist author, the visitors of a city make mental maps 
based on their perceptions of built environment and orient themselves by the help 
of them. There are five main types of the built environment: paths, edges, districts, 
nodes, landmarks (Lynch, 1960).
The key notion of Lynch’s book is so-called legibility: by this, the author compares 
three metropolises (Los Angeles, Boston and Jersey City) examining how easily the 
mental maps they result in a human mind can be read. “In the process of way-finding, 
the strategic link is the environmental image, the generalized mental picture of the 
exterior physical world that is held by an individual. This image is the product both of 
immediate sensation and of the memory of past experience, and it is used to interpret 
information and to guide action” (Lynch, 1960). Consequently, a management of a 
settlement can form the city image consciously constructing its built environment.
Nevertheless, a city may also be successful in shaping its image by conceptually 
communicating its given physique, its already existing built environment. Kaposvár 
tried to exploit this academic experience during the development of its own uniform, 
corporate visual identity: the city logo forms a K letter, the initial of the settlement’s 
name, while it consists of the pictographic depictions of the building of the main 
square. The basic graphic elements of the corporate visual identity use the simplified 
projection of the environment of the downtown built in the art nouveau and classi-
cal-style, thus enforcing “the image of the city” in the Lynchian sense as well. Yellow 
cobblestones are probably the most particular elements of the urban walking routes 
which the city branding strategy of Kaposvár mentions. The municipality is going to 
change 100 normal grey-coloured cobblestones, scattered throughout the whole city 
centre, to yellow ones. These new stones will decorate the paving stone surfaces, and 
give the essential information about the mysterious history of the nearest building. 
The image thus can be shaped, organized and amplified according to the intentions 
of the city management.
The visual conception of the branding strategy of Kaposvár also appointed ITC 
Garamond and MB Empire to be the official typefaces of the city. ITC Garamond 
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is a classical-look serif font, which thus refers to the elegance of a town with more 
than 300 years of history, MB Empire is a modern-look, grotesque, sans serif typefa-
ce, which thereby creates an association with youthfulness and mobility. Corporate 
colours, Pantone Yellow C and Pantone 282 C dark blue are based on tradition. The 
flag and the coat of arms of Kaposvár have been including both shades for a very 
long time. The colour yellow can be also related to Rippl-Rónai, whose favourite 
colour – according to his journal entry about the zinnias in his garden from 1911 – 
was chrome yellow. Therefore, this up-to-date shade of yellow associates culture with 
nature, and both with the administrative traditions of the city.
Personality of the Kaposvár brand: cooperativeness and the mayor as the brand 
ambassador
It is ambiguously considered by different authors what Kapferer meant by the perso-
nality of a brand identity. Some marketing experts propose brand managers to choose 
a brand ambassador who represent the nature and attitude of the brand, while others 
suggest a kind of impersonation of the brand to disclose its real personality (Azoulay 
and Kapferer, 2003).
Personification of a place brand is quite a complex issue as different target groups 
find different types of personalities attractive. While tourists expect openness, hel-
pfulness and hospitability, local residents require cooperativeness and orderliness, 
investors look for diligence, qualifiedness, educatedness, effectiveness and hard-wor-
king nature.
A SWOT-analysis from 2016 shows that the mayor Károly Szita’s awareness is 
extremely high (Infinit Média, 2015). Being the mayor of a settlement for the longest 
period in Hungary, his name is strongly connected to that of the city – this charac-
terises not just the target group of local residents but the tourists and investors as 
well irrespective of their political views. This fact points out the intricate connection 
between city branding and political marketing: none of them can exist or operate 
without the other.
Clean and flowery Kaposvár was considered to be a political slogan for the electi-
ons at the beginning of the 2000’s, but it became cornerstone of the city’s marketing 
activity in the following one and a half decades, therefore, city branding strategy 
could not leave it out either in 2016. The motto obviously refers to the tidy and 
near-nature character of Kaposvár.
Cooperativeness could be a main attribute of the humane Kaposvár. The city ma-
nagement emphasizes that the population of the city works together for their aims, 
and that is the main reason for the successful development of the settlement. Accor-
dingly, this can be considered as a political mean, but it unquestionably characterises 
the city marketing activity as well. 
Culture of the Kaposvár brand: the folklore of Zselic and Rippl-Rónai
The brand culture is also an important factor, which is about how the brand interp-
rets the world around them, and how it defines its own role in it. Culture around the 
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brand is an important area of its differentiation, as the ideology and values broadcast 
by the brand can have a big impact on consumer judgement.
Several associations which belong to this area of Kapferer’s brand identity prism 
are linked to the brand’s place of origin. In the case of a place product place of origin 
is the physical place itself, while brand culture is the culture in which local residents 
live their everyday life. In this sense the culture of Kaposvár brand can be defined 
as a special segment of Hungarian culture. The place of origin of Kaposvár brand is 
the South Transdanubian region and more precisely Somogy County and the Zselic 
district, which, of course, has its own special values among the national ones.
The countryside in Zselic is one of nature’s wonders. Being one of the least light 
polluted areas in the world, it is the perfect destination for those interested in the 
starry sky. The Star Park of Zselic provides an experience with its expert staff, obser-
vatory, telescopes and programmes organised on a regular basis. This experience is 
unique throughout the country; therefore, it is suitable for being a main focus during 
the brand positioning process. The small villages dotted in the Zselic area have their 
own special values. The deer farm in Bőszénfa, the Europa Nostra Award winning Et-
hnographic museum in Szenna or the adventure farm in Patca all represent the special 
cultural values mentioned above.
Motivation-based segmentation is the basis of the destination image building, 
because it determines the preferences, motivations, leisure spending habits of the 
target group whose members find the Zselic and Kaposvár attractive destinations, 
in comparison with competitors. According to the consumer insight of the image 
audit in 2011, the potential target audience is primarily composed by child- and 
family-centered, active, hospitable people who are interested in local traditions, cul-
ture and discoverable values (EconoConsult, 2011).
Therefore, in the case of the Kaposvár brand, culture does not only serve as the 
background of it – it also provides a strong factor in positioning as well: Rippl-Rónai’s 
lifework is probably the most powerful endorsed brand of Kaposvár. His oeuvre offers 
a wide range of opportunities in a visual sense, his hedonistic lifestyle gives diverse 
and abundant source material for the storytelling activity, moving the whole branding 
process forward in this way.
Arriving at the Rippl-Rónai mansion on Róma Hill, visitors may barely feel anyt-
hing from the original atmosphere, therefore, the attraction needs a very considerate 
improvement, since it should offer a memorable experience to its guests. Even the 
signage system of the mansion or the visitors’ centre do not have a uniform design. 
Experience-oriented interactive instruments would make the enormous cultural heri-
tage more comprehensible thus attracting a lot of interest.
Souvenirs are also crucial components of the sub-brand. The painter’s most fa-
mous works are adaptable to a great variety of gift items at a wide array of qua-
lities – from a simple mug, a postcard, a shopping bag through an umbrella or a 
handkerchief to an expensive premium quality perfume with the name of Rippl-Ró-
nai’s wife, Lazarine.
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In May 2016, visitors of Kaposvár could see an exhibition of Rippl-Rónai’s pa-
intings from his “corn kernels” period – although, not in a traditional museum or 
gallery space, but on twenty billboards placed along the main roads leading to the 
city. This was the first thematically organised exhibition in Hungary appearing on 
advertising boards. Along with the paintings, elements of the city’s new identity also 
appeared on the posters. Increasing the conceptual nature of the campaign, souve-
nirs were produced in accordance with the visual language of the exhibition. Unlike 
the traditional way of purchasing gift items in a museum shop, Rippl-Rónai souve-
nirs were distributed by a street vendor during the Rippl-Rónai Festival in Kaposvár. 
This open-air exhibition concept was the first milestone in the creation of a strong 
Rippl-Rónai brand. During the coming years, a number of creative and awareness-ra-
ising campaigns are going to follow this unusual exhibition.
Relationship of the Kaposvár brand
According to Kapferer’s theory, brands function as a relationship that expresses the 
nature of connection between them and their customers. Being a complex place pro-
duct, Kaposvár cannot communicate the same quality of relationship towards its all 
target groups, nevertheless, the city has its own voice with each of them.
Every fourth local resident has his/her own Kaposvár Card which provides a wide 
range of discounts. The municipality introduced the card in September 2005. The 
number of discount providers is constantly increasing, not to mention the number 
of cardholders, which now means almost 23,000 people. High popularity is not ac-
cidental, in addition to the opportunity of material savings, the card has now beco-
me the symbol of local patriotism for thousands of people living in Kaposvar. The 
card offers itself with the slogan The city with you (Veled a Város), which makes an 
attempt to evoke a feeling in the consumers’ (i.e. cardholders’) mind that they are 
accompanied by the whole city, and may belong to the community of Kaposvár – 
particularly because a permanent residence card (certification of domicile) is required 
for owning a Kaposvár Card.
The relationship facet also appears in the touristic events and programmes of Ka-
posvár. As the main brand strongly builds on Rippl-Rónai’s cultural heritage, it al-
most goes without saying that one of the biggest festivals organized by the municipa-
lity bears the name of the famous painter. Rippl-Rónai Festival uses the slogan Rippl 
paints with you (originally Rippl Veled Fest – which is built on the similarity of word 
forms between the Hungarian word “fest”, which means paints, and the word “fest”, 
which is a shorter version of the word “festival”), which also refers to the friendly 
nature of the relationship between the city and its visitors.
Friendship appears in the settlement’s communication with its potential future 
investors as well. The brochure entitled Reasons for Kaposvár includes a pair of pages 
in which readers may be informed about the opportunities, the special benefits and 
supports guaranteed for those who would like to invest in Kaposvár. Here the text 
mentions the settlement as a friend of investors. 
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To conclude, the municipality presents itself as a friend of its consumers from all 
the three target groups.
Reflection of the Kaposvár brand
Every brand has its own typical consumer, a type of person who potentially wants to 
choose the product. But Kapferer goes further: according to his theory, there is a type 
of person who wants to be a type of person by using the product. The brand works 
like a mirror which shows its desired picture or image to the consumer standing in 
front of it.  The author calls it reflection of the brand. Kapferer warns his reader aga-
inst mixing the notions of reflection and target up (Kapferer, 2008).
Although further examination would be able to define the Kapfererian reflecti-
on, as for now, we only have the result of the image audit on Kaposvár conducted 
in 2011 which defined the potential touristic target group of the city: middle-aged, 
high-income person, who travels with a partner or in a group of friends, likes to 
spend his/her frequent holidays variously, but typically with cultural or gastronomical 
programs. Monuments, museums, galleries and other attractions are dominant in its 
motivation, complemented by other cultural programs (i.e. theatre, concerts) as well 
as bathing, trips and walks. This is now excessively broad, therefore, Kapferer’s prism 
provides a good opportunity in a future image audit on Kaposvár.
Self-image of the Kaposvár brand
The possible reflections of Kaposvár have not been measured yet. We still do not know 
anything about the self-image of the consumer evoked by it. It cannot be defined what 
kind of self-image will be built in the consumer by using the services of the city.
Nevertheless, there were several attempts in the former marketing activity of the 
city which were to exploit the opportunities provided by this facet of the brand prism. 
The slogan, for example, which the city used to promote itself, was quite talkative in 
this sense: Kaposvár, the city of opportunities. This motto was intended to awaken 
the image that the consumer can build a successful future in Kaposvár, where one 
may fully realize oneself.
Kaposvár’s international chamber music festival, the Kaposfest uses the slogan Fre-
edom of joy which is also to refer to the opportunity of being free, and enjoy music 
and the rhythm of the city without borders.
CONCLUSIONS
We can conclude that it may be stated that the system or structure, which the six fa-
cets of Kapferer’s brand identity prism offers, would be able to make Kaposvár brand 
more attractive among its target groups. However, it is needed to be added that the 
city brand is still under construction, moreover, shortage of human resources and the 
stuffy, narrow-minded approach of many participants of the branding process still 
create barriers to it. Nevertheless, product development is a much longer process in 
the case of a place product where the complexity of different services requires a longer 
period to change (Garamhegyi and Boros, 2009).
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It is clearly visible that Florek and Janiszewska’s concerns proved to be unfounded, 
and – in spite of its complexity and synthetic nature – the prism is applicable to place 
brands as well. However, the method needs a completed and fully formed brand, and 
in the case of a Kaposvár-scale settlement, this evolution of such an image takes much 
more time than in case of a normal tangible product or an intangible but more clearly 
defined service.
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